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Fig. 1: 2017 Red Wing Holiday Stroll site map with attendee counting points 
ATTENDANCE LEVEL ESTIMATE 
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TABLE 1: Red Wing Holiday Stroll attendance level estimate: count results and extrapolation 
Note
ATTENDEE PROFILE RESULTS 
RESPONDENTS 
Demographics 
Mean Median Standard Deviation
Fig. 2: Gender of 2017 Red Wing Holiday Stroll attendee survey respondents (n6=170) 
 
Count Extrapolate Count Extrapolate Count Extrapolate Count Extrapolate
3pm-4pm
4pm-5pm
5pm-6pm
6pm-7pm
7pm-8pm
Estimated 
attendance
: 22,173
Point 11 Point 32 Point 15 Point 20
Points 
11+32
Points 
15+20
Points 11 & 32 total: 13080 Points 15 & 20 total: 9093
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Fig. 3: Percentage of 2017 Red Wing Holiday Stroll attendee survey respondents in various age brackets (n=149) 
 
Fig. 4: Percentage of 2017 Red Wing Holiday Stroll attendee survey respondents in pre-tax income groups (n=135) 
Primary residence 
Table 2: Primary place of residence among 2017 Red Wing Holiday Stroll attendee survey respondents (n=172) 
Top 3 counties Top 3 Core Based Statistical Areas (CBSA) 
County 
Percent 
(%) 
CBSA Percent (%) 
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Fig. 5: Regional map illustrating 2017 Red Wing Holiday Stroll attendee survey respondents’ primary residences 
(n=172) 
REPEAT AND FIRST-TIME ATTENDEES 
M Mdn SD
Fig. 6: Percentage of repeat and first-time attendees among 2017 Red Wing Holiday Stroll attendees survey 
respondents (n=155) 
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Fig. 7: Number of years repeat attendees had attended Red Wing Holiday Stroll (n=71) 
INFORMATION SOURCES 
Republican 
Eagle
Fig. 8: Percentage of 2017 Red Wing Holiday Stroll attendee survey respondents using various information sources 
(n=186) 
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Table 3: Other information sources used by 2017 Red Wing Holiday Stroll attendee survey respondents (n=46) 
Information sources Count
RED WING HOLIDAY STROLL EXPERIENCE 
Visits to downtown businesses 
M Mdn SD
Fig. 9: Number of businesses 2017 Red Wing Holiday Stroll attendee survey respondents did or planned to visit 
(n=149) 
Most enjoyable attributes 
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Fig. 10: Most enjoyable attributes of 2017 Red Wing Holiday Stroll (n=186) 
Satisfaction with Red Wing Holiday Stroll 
Mean Median Standard 
Deviation
Fig. 11: Satisfaction with 2017 Red Wing Holiday Stroll among attendee survey respondents (n=178) 
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Perceptions of Red Wing Holiday Stroll 
TABLE 4: Perceptions of Red Wing Holiday Stroll among 2017 attendee survey respondents 
Red Wing Holiday Stroll… Mean Median S.D. 
Fig. 12: Perceptions of Red Wing Holiday Stroll among 2017 attendee survey respondents. 
EXPENDITURES AND WILLINGNESS TO PAY FOR ACTIVITIES 
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TABLE 5: Personal spending by 2017 Red Wing Holiday Stroll attendee survey respondents (n=151) 
Spending categories Mean ($) Median ($) S.D. 
Total 22.3 6.70 47.7 
Fig. 13: Willingness to pay for various activities among 2017 Red Wing Holiday Stroll attendee survey respondents 
TABLE 6: Amount willing to pay for various activities among 2017 Red Wing Holiday Stroll attendee survey 
respondents 
 Mean ($) Median ($) S.D. ($) 
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Fig. 14: Amount willing to pay for various activities among 2017 Red Wing Holiday Stroll attendee survey 
respondents 
AWARENESS OF THE HOLIDAY STROLL’S ORGANIZER 
Fig. 15: Awareness among 2017 attendee survey respondents that Holiday Stroll was run by Red Wing Downtown 
Main Street (n=177) 
GROUP COMPOSITION 
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Fig. 16: Percentage of 2017 Red Wing Holiday Stroll attendee survey respondents (n=186) with group members in 
various age categories 
Fig. 17: Travel group type of 2017 Red Wing Holiday Stroll attendee survey respondents (n=178) 
SUGGESTIONS FOR RED WING HOLIDAY STROLL 
Table 7: Attractions and activities 2017 Red Wing Holiday Stroll attendee survey respondents would like to have in 
future years 
Earlier activities
Wish the lines are shorter
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Wish activities last longer
Free activities/items
Children related
Other items mentioned more than once
Other items mentioned once
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BUSINESS PROFILE RESULTS 
BUSINESS SATISFACTION 
Fig. 18: Red Wing downtown business satisfaction with Holiday Stroll (n=13) 
 
Fig. 19: Satisfaction with Holiday Stroll hours (n=13) 
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Fig. 26: Use of alternative energy sources (n=13) 
 
Fig. 27: Customer interest in locally made or sourced purchases (n=13) 
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Fig. 28: Business engagement in sustainability efforts (n=6) 
 
Fig. 29: Business engagement of suppliers in sustainability efforts (n=3) 
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 
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Fig. 30: Relationship between spending at Holiday Stroll and revenues generated at Holiday Stroll 
SPENDING BY HOLIDAY STROLL ATTENDEES 
TABLE 8: Total spending by 2017 Red Wing Holiday Stroll attendees 
Spending categories Mean ($) Total 
Total 22.3 $494,400 
REVENUES TO RED WING BUSINESSES 
TABLE 9: Total revenues reported by Red Wing Downton Main Street businesses 
Spending 
per 
business 
Number of 
businesses 
Total 
Spending 
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APPENDIX A 
 
  
 
2017 Red Wing Holiday Stroll Attendee Survey 
Have you attended Red Wing Holiday Stroll before?    ____   
Where did you hear about the Holiday Stroll? (check ALL that apply)
   
  
How many businesses in the downtown area have you visited or plan to visit this evening?  
Overall, how satisfied are you with the Holiday Stroll? 
    
What do you enjoy most about the Holiday Stroll? (check THREE) 
     
    
 
How much do you agree with the following statements about attending the Holiday Stroll? 
 
Attending the Holiday Stroll… 
Strongly 
agree 
Agree 
Not 
sure 
Disagree 
Strongly 
disagree 
     
     
     
     
     
Would you be willing to pay for  
 
 
How much did your group (or you, if you travel alone) spend during your time at the Holiday Stroll?
How many (including you) are included in your spending estimate?    ___
How many people, including yourself, in your group are in the following age categories?
 
Which one of the following best categorizes you or your group? (check ONLY 1)
     
 
Did you know the Holiday Stroll is run by Red Wing Downtown Main Street, a non-profit organization? 
 
What attractions and activities would you like the Holiday Stroll to offer in future years? 
Finally, a few questions about you. 
 
What is the zip code that you reside in? In what year were you born?  
What is your gender?   
 
What is your annual household income (before taxes)? 
    
 
Thank you for your participation!! 
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APPENDIX B 
Greetings!  critical 
Holiday Stroll business.
 Your answers will be confidential and anonymous

   
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    
    
 
